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ABSTRACT 
One growing use of computer-based communication media 
is for gathering people to initiate or sustain social events. 
Although the use of computer-mediated communication and 
social network sites such as Facebook for event promotion 
is becoming popular, online participation in an event does 
not always translate to offline attendance. In this paper, we 
report on an interview study of 31 participants that 
examines how people handle online event invitations and 
what influences their online and offline participation. The 
results show that people’s event participation is shaped by 
their social perceptions of the event’s nature (e.g., public or 
private), their relationships to others (e.g., the strength of 
their connections to other invitees), and the medium used to 
communicate event information (e.g., targeted invitation via 
email or spam communication via Facebook event page). 
By exploring how people decide whether to participate 
online or offline, the results illuminate the sophisticated 
nature of the mechanisms that affect participation and have 
design implications that can bridge virtual and real 
attendance. 
Author Keywords 
Participation; social network sites; computer-mediated 
communication; online events. 
ACM Classification Keywords  
H.5.3 [Group and Organization Interfaces]: Computer-
supported cooperative work. H.5.m [Information 
interfaces and presentation (e.g., HCI)]: Miscellaneous. 
INTRODUCTION 
Social network sites (SNSs) are increasingly used to 
support event planning, such as recruiting and mobilizing 
people around the world [17, 26]. The use of SNSs has 
many benefits, including reaching out to potential event 
participants and collecting pre-commitment to attending an 
event through online social networks [17]. This approach 
facilitates resource allocation in terms of event planning 
and personnel deployment. 
However, although the cost of initiating and managing 
events online tends to be low, event participation outcomes 
may not be as promising. One of the downsides to use SNSs 
or other computer-mediated communication (CMC) tools to 
disseminate and manage event invitations is that one’s 
online response to an event page or a web forum does not 
always translate to actual attendance offline [12, 15, 25]. 
Anecdotal evidence often shows that anxious hosts 
continually seek ways to solve the problem of people 
hitting “Join” or “RSVP” via SNSs (e.g., Facebook) or 
other e-invitation sites but ending up with no show. 
We broadly define event participation as any form of 
response to online (i.e., over technological mediation) or 
offline (i.e., face-to-face) event invitations. A gap may exist 
between online and offline participation. Using an online 
event call to motivate offline participation may be difficult 
because the cost of offline participation may be high [35], 
and the properties of certain existing technological designs 
may not be effective in motivating offline participation. 
Research around the issue has focused on participation in 
the context of political and social movements (e.g., 
demonstration, election etc.). Previous studies have 
investigated how political events can be successfully 
mobilized via Facebook [16], how different media (e.g., 
technologically-mediated versus face-to-face) affect 
participation in online and offline activities [26, 35], and 
how messages exchanged through online social networks 
affect the behavioral outcomes [3]. However, few studies 
attempt to take a broader perspective to include non-
political, everyday, and personal events such as birthday 
parties or cultural activities into consideration. Little is 
known about how people make decisions about online 
invitations in general.  
From the design perspective, this possible mismatch 
between response choices on SNSs or other CMC tools and 
people’s offline behaviors can be a signal of design failure. 
Online response choices are not necessarily good indicators 
of offline behaviors, which raises concerns about whether 
the original designs, such as features for event planning on 
SNSs, meet the intended design goals. 
As event planning of all types is increasingly virtualized 
through the use of communication technologies, it is 
important to examine how event invitations move from the 
offline, socio-physical world to the online space and are 
disseminated through computer networking. Moreover, it is 
valuable to tackle this issue through users’ perspective by 
exploring how they perceive and react to this change. To 
guide our investigation, we conceptualize the challenge of 
motivating offline behavior through online communication 
as a bottleneck in the de-virtualization of events. Not all 
events require offline participation, and a lack of offline 
participation may not be a problem for some events. 
However, in circumstances in which offline participation is 
required, understanding the gap between online and offline 
participation and the best way to de-virtualize these events 
is crucial. Without successful de-virtualization, it may be 
difficult to ground event planning and resource allocation in 
practice. Moreover, repercussions may follow, such as 
deteriorated social relationships between hosts and invitees 
as well as users’ perceptions of the functions of the 
interfaces, without successful de-virtualization.  
This paper contributes to an understanding of how people 
handle event invitations, ranging from personal events to 
social movements, that require offline participation when 
the initiation, development, communication, and some 
forms of participation in the events are virtualized and 
occur in the online space. We present the results of 
interviews in which we examined people’s management of 
event invitations as well as their concerns and reasoning. 
We asked interviewees to recall their previous experiences 
in handling event invitations. We investigated whether gaps 
existed between online and offline forms of participation. 
Finally, if gaps existed, we examined the social 
mechanisms behind these gaps and the implications for 
future design. 
BACKGROUND 
(De-)Virtualization of Social Events 
We observe a trend of social activity virtualization from the 
socio-physical, offline world to computer-mediated, online 
spaces. This trend is not surprising given that the costs of 
offline participation, such as the physical planning and 
attendance of an event, can be much higher than the online 
equivalents, such as chatting through instant messages or 
posting on a forum. Offline participation tends to be 
financially more expensive and more time consuming than 
many forms of online participation. In the work domain, it 
has become common to replace some face-to-face meetings 
with online discussion to reduce costs [19, 40]. Some 
collaboration may even occur only “virtually” through the 
mediation of technology, such as Wikipedia or human 
computation games that require a large crowd of people 
around the world to interact and contribute [36]. 
SNSs provide features that support the initiation and 
management of social events [16, 17]. Facebook’s event 
pages, for example, allow users to create social events, send 
event invitations to others, and gather people’s support and 
attendance decisions. For hosts, this is a convenient way to 
spread information about an event and reach a group of 
guests, and this approach requires less preparation time than 
other methods. It is easy for a guest to RSVP to an event to 
which s/he is invited through Facebook event pages. Event-
supporting technologies of this sort are designed to support 
social event planning [21], although the actual effects of 
existing designs remain unclear. 
Note that not all social events can be virtualized. There are 
cases in which physical presence and attendance are 
instrumental to the success of the event, which can be as 
personal as a birthday party or as public as a political 
demonstration. For example, researchers have begun to 
observe a phenomenon called slacktivism (combining 
“slacker” and “activism”). It is used to describe the scenario 
in which people engage in low-cost and low-risk action 
online without participating in related in-person activities 
[30]. To event organizers, online participation, in the form 
of such actions as electronic petitions or information 
sharing, is typically considered a mediating step preceding 
offline participation; presence at actual social events is still 
expected [23, 25]. However, some participants may behave 
differently, treating online participation as the end rather 
than the means to an activity. Most research now focuses on 
the gap between online and offline participation for political 
or public events, and work on participation in everyday, 
personal events remains limited. 
People’s restriction of their event participation to the online 
space calls into question the impact of such online 
participation. The lack of a real-world presence does not 
necessarily indicate a lack of impact. A recent study shows 
that people who have signed an online petition are more 
likely to donate to charity than those who have not [23]. 
However, when offline participation is vital to the success 
of an event, whether personal or public, an understanding of 
what factors influence offline presence can better reveal the 
properties of event virtualization. 
Social Connection, Interaction, and Participation 
Recent work shows that social ties and social interaction 
contribute positively to event participation. For example, 
people are more willing to accept invitations sent by people 
they already know [28]. Zhang et al. study the integration of 
online and offline social interaction, noting that people’s 
role identity in sport clubs on Facebook shapes their degree 
of participation [41]. This work highlights the individual’s 
identity as a key factor in calls for offline action. Bond et al. 
explore how messages exchanged online and the strength of 
social ties affect political mobilization. Their results reveal 
that information distributed through multiplex networks in 
which people are connected both online and offline trigger 
event participation [3].  
Along these lines, there is reason to believe that SNSs and 
online communication may encourage offline participation 
through the moderation of social relationships. Prior studies 
have made similar observations, showing that some social 
activities appear to benefit from the use of CMC and SNSs 
[16, 31]. The interactive features of SNSs (e.g., Facebook 
event pages) are designed to support information exchange 
and socialization online. Thus, it is possible for people to 
strengthen social connections when they socialize with their 
online contacts increasingly more over time [2, 10, 37]. In 
addition, online social interaction may facilitate the 
building of common ground [7], which is instrumental for 
collaboration among people. Therefore, technology-
mediated interaction may positively contribute to offline 
participation decisions through increased interactivity and 
social connectivity.  
In summary, although real-world social ties and interaction 
have been established as crucial to offline participation, the 
interactive features of SNSs may compensate for the 
limitations of virtualized, online communication, leading to 
a large amount of offline participation.  
Medium Difference and Specificity  
Different communication media have different properties or 
features and influence people’s communication behaviors 
accordingly (cf. [38]). For example, in sense-making 
communication, rich, visible media (e.g., face-to-face or 
video) can often lead to more efficient communication 
because the establishment of mutual knowledge or common 
ground is facilitated when visibility is afforded [34]. 
Because of different media affordances, issues concerning 
cross-media event planning, such as the processes of the 
virtualization (from offline to online) and de-virtualization 
(from online to offline) of social events, may benefit from 
focused discussion on the role of media characteristics in 
event planning. SNSs such as Facebook allow people to 
express intentions to participate online by clicking “Like” 
or “Join” on an event page, for example. However, it is 
unclear whether symbolic support of this sort is 
representative of offline behaviors. One possibility is that 
people may perceive it to be more suitable to take certain 
types of action online and other types offline. Initial studies 
show that certain types of online communication (e.g., 
emails) tend to trigger only online behaviors, whereas face-
to-face communication tends to better motivate offline 
behaviors [35]. In a similar fashion, SNSs may be more 
useful in calling for virtual support (e.g., “join an online 
group”), although perhaps not in-person attendance.  
Another characteristic of SNSs is that they may become 
public or semi-public spaces (e.g., Facebook walls) where 
social interactions between people are displayed to 
irrelevant third parties [4]. Information provided on many 
types on SNSs, including personal or interactional 
information, allows users to manage their representations of 
themselves [5]. Following Goffman’s theory of impression 
management [14], we can view SNSs as a front stage on 
which individuals present their ideal selves [4, 18]. When 
displayed publicly to SNS friends, reactions to event 
invitations can be part of one’s online (i.e., onstage) self-
presentation and are distinguishable from offline images 
and behaviors. It is possible for people to join groups on 
Facebook without any interest in offline participation. 
Participation in online groups or an agreement to attend an 
event may simply be a way to maintain one’s personal 
profile [9] or present one’s views or interests [15].   
THE CURRENT STUDY 
Previous work has revealed a complex set of conjectures 
and observations regarding the relation between online 
communication and participation through the use of any 
form of CMC and SNS and offline participation in events. 
To resolve this issue, it is important to study individuals’ 
perceptions and strategies for handling technology-
mediated event invitations. 
We conducted an in-depth interview study that explored 
how people handle event invitations distributed via 
communication technologies and what factors influence 
people’s online and offline participation behaviors.  
METHOD 
Participants 
We recruited our interviewees from the largest Bulletin 
Board System (BBS) in Taiwan, ptt.cc. According to 
official ptt.cc information, the site has a total of 
approximately 1.5 million users [29]. To obtain a sample of 
the general public, we posted the recruiting message on a 
local discussion board (Hsinchu) and a board specific to the 
recruitment of questionnaire respondents and study 
participants (Q_ary). The recruiting message contained the 
research description and a link to a Google Document form 
to sign up for the study.  
A total of 31 Taiwanese interviewees participated in the 
study (17 male, 14 female). Of the participants, 18 were 
college students, and 13 were non-students with various 
occupations (e.g., software engineers, salespersons, 
preschool teachers). In terms of age distribution, all were 
under 45. Fifteen interviewees were between 18 and 25 
years old, 12 were between 26 and 35, and the remaining 
four were between 36 and 45. To address our research 
question, our interviewees were required to be CMC or 
SNS users and to have experience in receiving and handling 
event invitations mediated by some type of communication 
technology. 
Materials and Procedure 
This study identified people’s experiences in handling 
technology-mediated event invitations. Before the 
interviews, we created an online survey using Google 
Documents that asked interviewees to recall and provide 
information about events they had attended or agreed to 
attend but ultimately did not attend. To allow the 
interviewees to provide information on the events 
documented during the interview, the survey asked for the 
title, the hyperlink (if available), and the medium used to 
mediate the event invitation (e.g., email, instant messaging, 
Twitter, Facebook, Google+, BBS). At the end of the 
survey, we also collected demographic information on the 
respondents. 
One week later, we conducted one-on-one interviews and 
asked our interviewees to reflect on their experiences 
handling event invitations with the aid of information 
collected using the pre-interview survey. The semi-
structured in-depth interview process allowed the 
interviewees to articulate how they grappled with the issues 
addressed in our research. We asked them what events they 
reported in the survey, how they handled the event 
invitations, and whether they actually attended the events. 
To support and better customize each interview, we 
checked the event hyperlinks our interviewees provided 
prior to the interview whenever necessary. 
Each interview lasted approximately 40 minutes, and all of 
the interviews were audio-recorded. Most of the interviews 
were conducted face-to-face at the university, with the 
exception of two that were conducted over Skype because 
the interviewees could not meet in person. The audio 
records were transcribed verbatim, including interviewees’ 
emotional reactions (e.g., laughing) and moments of 
hesitation. All of the interviews were conducted, 
transcribed, and analyzed in Mandarin Chinese. 
Data Analysis 
To determine whether a gap exists between people’s online 
and offline participation, the size of the gap, and why such 
a gap may exist, we first identified the event types recalled 
by our interviewees. Then, we examined how the 
interviewees’ responses to event invitations depended on 
the communication media, the interface design, and their 
relationships and social interactions with the event host and 
other invitees. Important themes were identified and are 
presented in the following section. The transcripts were 
analyzed in an iterative manner until salient themes 
emerged. All quotes presented in the next section were 
translated into English for the sake of clarity in the paper.  
Event Classification 
In the transcripts, only specific referenced events were 
counted and analyzed. For example, if an interviewee 
expressed a specific experience by making a statement such 
as, “Once, there was a high school reunion…,” referring to 
a particular time or place, we identified such an incident as 
one event. Conversely, if a description such as “I always 
ignore invitations to demonstrations” was given, we did not 
identify the statement as referring to any type of event 
because it refers to a general experience rather than a 
specific case. 
Types of Responses 
There are four possible ways to handle online event 
invitations. The first is to accept the invitation by, for 
example, leaving a message expressing an intention to 
attend by clicking on the “Join” button on the Facebook 
event page. The second is to decline the invitation by 
conveying one’s unavailability, such as by clicking on the 
“No” button on Google+. The third is to provide an 
uncertain response, such as clicking on the “Maybe” button 
on a Facebook event page. The last is to ignore the 
invitation by not responding. In the transcript, we identified 
the respondents’ offline behavior for each event: whether 
the person attended the event (i.e., attendance) or did not 
attend (i.e., absence). 
Emerging Themes 
During the coding process, we highlighted recurring ideas 
that represented people’s perceptions, thoughts, and 
behaviors with regard to the online event invitations across 
interviews. Important themes are identified and presented in 
this paper.  
RESULTS 
In this section, we first present the results of the event 
classification. We determined the frequency of different 
types of online and offline event participation to establish 
whether a gap exists between online and offline 
participation. We then examined the themes that emerged 
from the coded transcripts in an attempt to explore the 
reasons behind people’s decisions and behaviors.  
First, we confirmed that a gap exists between online and 
offline participation. We discovered that the 
communication platform and the platform’s technical 
features matter when people evaluate events and make 
decisions accordingly. We then identified themes that 
address how people perform evaluations and make 
decisions. The themes revolve around the nature of the 
events, including public and private events, and people’s 
relationships with the event hosts. 
Gap between Online and Offline Participation 
Based on events identified and extracted from the 
transcripts, we determined whether online responses were 
consistent with offline behavior. In total, 79 events were 
reported during the pre-interview survey and the interviews. 
The majority of the event invitations (62 events, or 78% of 
the events) were sent through Facebook. Seven events were 
sent from particular event websites, and the rest were sent 
through other channels, such as instant massaging, BBS, or 
email.  
Table 1 shows the interviewees’ responses to event 
invitations they received. After excluding 12 cases in which 
the interviewee did not remember how s/he replied, of the 
remaining 67 events, 43 accepted, 19 ignored the invitation, 
one responded ambiguously (i.e., with uncertainty), and 
four declined. The 43 invitations that were accepted were 
reported by and distributed among 15 interviewees. 
Interestingly, of the 43 accepted event invitations, 17 
(39.5% of accepted events) did not result in actual 
attendance. 
The descriptive statistics show that the most popular form 
in which the interviewees received invitations was 
Facebook. We also confirmed the presence of a gap 
between online and offline participation. A high proportion 
of accepted events did not result in attendance, raising the 
question of why people committed to attending events 
online but skipped them offline. 
Roles of Interface Features 
Several salient themes emerged from the data. The first 
theme that emerged from the interviews is the role of 
interface features, which shaped the way people responded 
to the invitations. SNSs such Facebook and Google+ allow 
for explicit event creation and management, so people can 
initiate events, edit event details, and send invitations to 
invitees. SNSs also allow invitees to reply to invitations by 
clicking on buttons such as “Join,” “Maybe,” and “Decline” 
on Facebook or “Yes,” “Maybe,” and “No” on Google+. 
The majority of the invitations that our interviewees 
reported were sent from Facebook, so our discussion 
concentrates on these. We describe how our interviewees 
perceived the interface features (e.g., buttons) of the 
invitations and the impacts of these features on their 
responses to the invitations. The interviewees were 
anonymized and are presented in the following format: 
“number-F/M-S/N” (“F”: female, “M”: male, “S”: student, 
“N”: non-student).  
Social Meanings of Reply Buttons 
Although Facebook provides a set of buttons to allow 
people to easily express their intention to participate, 
different people may interpret the meaning of these buttons 
differently. Twelve of our interviewees claimed that 
clicking the “Join” button on an event page is not a promise 
that one will actually attend the event.  
“This is not a contract that can force you to execute. I click 
‘Join’ only to indicate the inclination. It implies that ‘I most 
likely will attend’ or ‘I most likely won’t go.’” (1-M-S) 
One useful function that Facebook provides is the ability to 
remind users of events that they have agreed to attend and 
notify them of updates to and the times of these events. 
Three interviewees appropriated this function for personal 
information management. They clicked on response buttons 
on Facebook event pages so that Facebook could help them 
remember the events rather than to indicate an intention to 
attend.  
“I clicked ‘Join’ because the event looked good. Basically, 
it was similar to writing a memo saying, ‘I want to go to 
this event’…so if I can't attend at the time, I won’t change 
my response on the page to ‘Maybe’ or ‘Not going.’” (30-
F-S) 
Similar to interviewee 1, interviewee 25 noted that the 
literal meaning of “Join” was overestimated and treated 
lightly, suggesting that people clicked on this button 
without a great deal of consideration. Decision making 
regarding event participation is taken less seriously on 
SNSs. 
“No one responds seriously. They take a look and think 
maybe they are available to go, and then click ‘Join,’ but 
forget about it within the next second.” (25-F-S) 
In contrast to agreement, a refusal to participate is 
accompanied by considerable thought. Eleven interviewees 
thought seriously about the meaning of clicking the 
“Decline” button because they were concerned about the 
negative impact that it would have on the event or the host.  
 “If the number of people who have declined is higher than 
the number of people who have joined, one thing I will 
consider is the host’s feelings. The other thing is that it may 
cause others who see the page to wonder why they are 
going to an event no one wants to go to.” (10-M-N) 
Furthermore, according to three interviewees’ reports, 
“Decline” indicates not only an unwillingness to attend but 
also an opposition to the event. If they cannot make an 
event, they prefer to ignore the invitation rather than 
provide a definite negative response. Erroneous attribution 
regarding their stance on the event can thus be avoided.   
“If the event concerns some issues that I disapprove of, of 
course I will click ‘Decline.’ However, if I support its 
standpoints, I won't click ‘Decline’ whether I will attend or 
not.” (31-F-S) 
“If I click ‘Decline,’ it feels like it’s because I think the one 
who invited me made some mistakes.” (07-F-S) 
The meaning of the choice to “Join,” “Decline,” or not 
reply extends beyond what was suggested when our 
interviewees made the decision upon receiving an invitation. 
Although people differed in their evaluations and 
perceptions of the events they agreed to attend, they 
weighed a negative decision more heavily because rejection 
can have unintended social consequences. In the following, 
we discuss the interviewees’ evaluations and perceptions 
used to reach their attendance decisions.     
Targeted versus Spam Communication 
Some interviewees had experiences of being both invitees 
and event hosts, so they were familiar with the procedure 
used to create events and the associated costs of initiating 
Offline 
Behavior 
Online Response 
Accept Uncertain Decline Ignore Total 
Attendance 26 (60.5%) 
0 
(0%) 
0 
(0%) 
2 
(10.5%) 
18 
Absence 17 (39.5%) 
1 
(100%) 
4 
(100%) 
17 
(89.5%) 
39 
Total 43 1 4 19 67 
Table 1. The number of specific events identified in the 
interviews by type of online response and offline behavior. 
 
events on Facebook. Their perceptions of the cost of event 
management on different sites or through different media 
became a criterion for their evaluation of the importance of 
the events.  
 “Facebook provides a template for you to create events, 
and you just have to fill in the blanks. However, with 
websites, you have to establish it from scratch…If someone 
builds a website for the event, I think it must be serious, or 
the host won’t be willing to build the website.” (09-F-S) 
“Currently, many people create events on Facebook, and if 
you want to go, click ‘Join’; if not, then ignore it. I sense 
that many people do that, and the event can fall apart. 
However, if the event host invites me by phone, it indicates 
that s/he really takes the event and my attendance seriously; 
otherwise, s/he won’t call everyone one by one.” (20-F-N) 
Eleven interviewees noted that the low cost and the ease of 
inviting people on Facebook suggested that the host had not 
taken the invitation seriously, especially if the list of 
invitees is large and all-inclusive. In such cases, the 
response was weighed as much as the effort the event hosts 
spent on the events; the invitees tended to treat such events 
lightly and ignored the invitations. 
“When you use Facebook, you can invite all your friends on 
your list with one click. It can be done as easily as spam. 
However, with e-mail, you have to screen who may be more 
interested in the event and even write down some words for 
the invitation.” (31-F-S)  
“If it’s instant messaging, that’s a personal invitation. That 
is more sincere and is not a random attempt.” (19-M-N)  
If the invitations are not sufficiently targeted, people’s 
intentions to reply or attend may be low. Interviewees 
compared invitations sent through different media. The data 
show that if a public medium is used and if it is easy to 
invite participants, the invitation appears less formal and 
less personal. 
“I think email can be replied to personally, and it’s private. 
Facebook seems still semi-public even when we use group 
chat. I think a Facebook invitation is more casual in that 
the event hosts invite participants by clicking on them 
without concern. However, email may require event hosts to 
search for the list. Even if they just select all the people on 
the list, they should have contacted you before, and that 
makes me feel…it’s more close to me.” (28-F-S) 
If an invitation was more personal, the interviewees took it 
more seriously and tended to provide an unambiguous 
answer instead of ignoring the invitation. In other words, 
the personalization of the invitation has a positive 
relationship with perceived accountability [32]. In our data, 
the level of personalization was evaluated based on the 
media used to send the invitation. Our interviewees applied 
different strategies when replying to invitations sent 
through different media. 
 “I always indicate clearly whether I will go or not in 
response to invitations sent through instant messaging, as it 
feels closer to being invited on a one-on-one basis.” (30-F-
S) 
To our interviewees, the perception of the directness of the 
invitation/communication was vital to the decision 
regarding attendance and commitment to the decision. The 
undirected approach of invitation dissemination, although 
efficient on the hosts’ end, was taken less seriously by the 
invitees.  
Public Events with a Mass Audience 
In addition to the perception of whether an invitation is 
communicated in an undirected or directed way, the nature 
of the event, such as whether it is a public or a private 
activity, elicits different reply strategies from users. Public 
events on Facebook allow access to everyone (based on 
privacy settings) and may feature an invitee list or 
participant list with hundreds of people. We found that the 
public nature of the event and the visibility of the 
participant and invitee lists may affect people’s intentions 
to respond to such an invitation and their offline 
participation. 
Public Image Maintenance and Conflict Avoidance 
On Facebook, if individuals “Join” an event set as “Public,” 
information regarding their attendance is shown on their 
personal walls by default. When managing invitations, our 
interviewees’ changed their behaviors in response to such a 
public display to maintain their public images. Sometimes 
they even use such an invitation as an opportunity to reveal 
their tastes or interests to others. This online representation 
is expected to facilitate conversation with an interested 
audience. The online display of event participation is also 
considered a less socially intrusive method of self-
promotion. 
“If there is an Audi or Mercedes-Benz exhibition, I will 
click ‘Join’ to let others know, ‘Wow, it is so cool that you 
go to this event,’ and it opens conversation…but if you have 
no interest in this, and I keep telling you directly that I went 
to a Mercedes-Benz exhibition today, or posting it on 
others’ walls, people will think I am nuts.” (10-M-N) 
However, if the event was related to controversial issues 
(e.g., anti-nuclear power, anti-media monopoly in Taiwan) 
or was in conflict with their online personal identity, the 
interviewees tended to be reserved in terms of expressing 
their intention to join.  
“Everyone has his/her own standpoint, and I don’t want to 
be labeled. To some degree, I am afraid that my friends will 
think I am a certain kind of person because I join some 
events. Therefore, I will avoid clicking ‘Join’ for an event 
that states certain positions.” (02-M-S) 
Event attendance becomes part of one’s online 
reported that they attempted to show the best part of 
themselves and avoided possible conflicts. One way to ease 
the tension resulting from this conflict is to remain within 
the mainstream. Due to the bandwagon effect [24], the 
majority opinion prompts people to side with the majority 
view. This effect relieves people of the pressure of taking 
an explicit stance or incurring conflict. 
“From the side of public opinion, if everyone supports this 
event, of course you will click ‘Join.’ It means that I have 
the same opinion as the mainstream.” (01-M-S) 
The discrepancy between online and offline representation 
sometimes produces an inconsistency between online and 
offline participation. To protect their privacy, individuals 
may not click on “Join” online but may still attend the event 
offline. One of the interviewees described his experience 
regarding an invitation to a rock festival. He went to the 
event with his friends without accepting the invitation 
online because he did not want others to know what he was 
doing (24-M-S). 
The negotiation between online and offline images is 
especially apparent in situations in which people use 
Facebook to maintain offline relationships [11, 22]. People 
feel tension when dealing offline with the consequences of 
their online behaviors. 
“Because my Facebook friend list consists of my teachers, 
relatives, and elders, they are going to tell me that they see 
that I clicked on the anti-nuke demonstration or something, 
and ask questions like, ‘How can you students be so 
available as to join such events?’ ” (09-F-S) 
In alignment with the notion of context collapse [39], 
people cannot easily adapt their self-presentation to 
different audiences and contexts with a single, shared 
information space (e.g., a Facebook wall). The multiplex 
networks on SNSs make it difficult for the interviewees to 
manage a consistent online/offline presentation. As a result, 
our interviewees employed other strategies, such as 
following the majority view or hiding their real thoughts, to 
respond to public event invitations to maintain their ideal 
self-representation on the front stage.   
Social Loafing 
Studies on social loafing posit that individuals reduce their 
group work efforts when the number of people in the group 
grows [13]. On a Facebook event page, the names and 
number of participants and invitees are disclosed. Ten 
interviewees mentioned that they were aware of the number 
of other invitees and attendees. Hence, they were less 
concerned about their response because they believed that 
no one would notice their absence and thus did not feel 
pressured to attend the event. The display of this 
information appears to result in social loafing.  
“When there are only a few people, maybe just five, being 
invited, every decision of each individual is obvious. 
However, it doesn’t really matter if someone clicks ‘Join’ 
or not in the event with 1,000 people invited.” (01-M-S) 
A large number of attendees may lead to social loafing in a 
form similar to slacktivism when the event concerns 
political movements. Social loafing may explain the 
difficulty of de-virtualizing such online events. People 
depend on others’ actions without taking theirs seriously or 
think that their actions do not count as much when the 
denominator is large.  
“For the recent anti-nuke demonstration, I clicked ‘Join’ 
on the event page, but just for moral support. That event did 
not really need my actual attendance.” (22-M-S) 
In other words, a perception of a large number of both 
invitees and attendees may trigger social loafing during the 
decision and action stages.   
Within-Group Private Events 
Based on the descriptions given by our interviewees, 
private events restrict information access to those who are 
invited. Usually, private events are held within private 
social groups (e.g., high school classmates, family) 
containing individuals who know one another and have had 
prior offline social interactions. A sense of social obligation 
among individuals may create pressure to honor their 
commitment to attendance. In addition, a prior relationship 
implies that the host has multiple ways of contacting the 
participants, such as phone calls, emails, or IM. Multiple 
ways of staying in touch may also contribute to increased 
levels of offline participation. 
Social Obligation 
For private events, both the host and the participants are 
usually people who meet each other offline and have an 
expectation of persistent future interactions, which results 
in a sense of social obligation and prompts more definite 
responses. Twelve interviewees reported that, unlike public 
events for which they tended to ignore invitations, they 
gave precise responses for private events. 
 “For a private event, I will indicate clearly whether I will 
join or not. However, for those public events, I do nothing if 
I won’t engage.” (02-M-S) 
In addition to the decision stage, social obligation plays an 
important role at the action stage for private events. Most of 
our interviewees reported that they would not be absent 
from such events because they were worried about being 
blamed by the members of the social group. In other words, 
the expected interaction and identifiability in the group 
caused our interviewees to self-censor when making a 
decision to avoid possible social sanctions.  
“In such a private event, honestly, everyone knows each 
other. You can't act like you did for the public events—
clicking ‘Join’ but being a no-show. That will get you in 
trouble.” (23-M-S) 
“Like a class reunion, the participants are all my friends, 
and I think the host relies on the Facebook event page to do 
the head counts. No-shows will cause them trouble. ” (30-
F-S) 
In comparison with public events, private events cause 
people to care about their decision, commitment, and action, 
either for their sake or for the hosts’ sake.  
Confirmation through Different Media 
Prior relationships usually indicate that people have 
multiple ways of connecting to each other. Ten 
interviewees talked about the experience of making use of 
such connections to ensure participation. For example, the 
host can make a phone call to everyone on the “Going” list 
for double confirmation (if one clicks on “Join” on the 
event page, his/her name and photo show up on the 
“Going” list).  
“My friends, especially very close ones, they create the 
Facebook events just for fun. A phone call is coming up 
anyway, for they think I may miss the information.” (16-M-
S) 
In addition to Facebook events, other online communication 
tools are used to raise awareness of the event or to confirm 
attendance.  
“Facebook event invitations are not completely reliable. I 
most likely send an instant message through both Facebook 
and Windows Live Messenger, even send a Line message by 
cellphone.” (18-M-N) 
“Before the event, we will open a chat room in Facebook 
message, and it will present who has seen the reminder 
message. We use it confirm that everyone has gotten the 
information.” (07-F-S) 
The event planning process does not always move from 
online to offline. Some interviewees noted that the reverse 
route produced even stronger confirmation of attendance. 
People proposed an event and counted who would join in 
advance when they met offline. As the meet-up time 
approached, they created a Facebook event with more 
details regarding time and location and other information to 
raise awareness and receive final confirmation. 
“Facebook is like an assisting tool… I will make sure my 
event guarantees a certain level of attendance before I 
create it.” (06-M-S) 
“For all the private events with usually a small number of 
people, first, we ascertain we are going out together; then, 
we create Facebook events for a real confirmation of 
attendance.” (07-F-S) 
Our data show that using different communication tools to 
convey a message or combining online and offline 
communication are ways of raising people’s awareness of 
and commitment to an event and increasing the likelihood 
of response and attendance.  
Social Ties with Others 
Regardless of whether an event is public or private, 
people’s decisions regarding the event invitation appear to 
differ depending on whether it is received from a friend or 
an acquaintance.  
“It depends on who invited you. If he/she is not so 
important, I will most likely click ‘Maybe’ or just ignore the 
invitation. If he/she is important or is my close friend, I am 
certain to reply. Moreover, for events for which I’m not 
sure whether I can go, I will click ‘Join’ and leave a 
comment like, ‘I’m not sure if I am available that day, but I 
will try my best to attend’ on the event page.” (21-F-N) 
Strong social ties entail mutual trust, which influences 
invitees’ evaluations of the information (e.g., the number of 
participants) on the event page. However, even if the event 
is public, being invited through strong ties increases the 
possibility of eventual attendance. 
 “Today, I create an event and tag others’ names, hoping 
they reply to the invitation. For people tagged, they can’t 
miss my message. I just treat those who do not respond as if 
they are not going to join us to do the head counts. The 
thing is, it only works when you know all your invitees. If 
there is a stranger, he is the weakest link.” (23-M-S) 
The interviews also indicate that strong ties with the 
attendees are important to the host as well because these 
relationships help to guarantee attention to and attendance 
at events. 
Motivating Offline Participation 
Public events can lead to social loafing. However, strong 
social ties can be a solution to this problem. Six 
interviewees described how seeing other friends on the 
“Going” list could improve people’s intentions to join a 
public event and their subsequent joining behaviors. 
 “If my close friends are on the list, I will send instant 
messages to ask them. If they are certain to go, okay, then I 
will go, too.” (09-F-S) 
“When I first see the (public) event, I see if my friends are 
going…I will ask them how the event is. If it is fun, then I 
will join.” (23-M-S) 
Because of the information that is publicly displayed on 
Facebook, people who know each other can form a small 
group and attend a public event. Offline social relationships 
facilitate the de-virtualization of online participation into 
offline participation. 
“When there are thousands of people clicking ‘Join’, to be 
honest, your attendance does not matter, unless there is 
someone who draws you in. For example, you see your 
friend is on the list, and that friend you haven’t met for a 
long time…Therefore, it’s often the case that a couple of 
friends attend the social movement together. This helps 
maintain the offline attendance level.” (11-M-N) 
Difficulty of Declining 
Social obligation derived from relationships characterized 
by strong ties not only encourage people to participate 
offline but also make it difficult for interviewees to decline 
an invitation because “Decline” may imply disapproval of 
the host or the event, as previously mentioned. 
 “I found that if I click ‘Decline’, the event holders will be 
disappointed because they assume that I do not want to go 
rather than that I have no time. Therefore, I click neither 
‘Join’ nor ‘Decline’ in the end.” (4-F-S) 
In a way, social relationships between the host and the 
invitees sanction the invitees’ decision. When responding, 
people prioritize the relationship over their interest in the 
event or their availability.  
“For acquaintances, I click ‘Decline’. For close friends, I 
click ‘Maybe’ or ‘Join’, but if I won’t go, I make a phone 
call to explain why I can’t go.” (16-M-S) 
Seven interviewees viewed the choice of “Decline” as an 
impolite and thoughtless behavior, especially when the 
event was initiated by people with whom they had strong 
connections. Therefore, they clicked “Join” out of courtesy, 
not as an indication of commitment or attendance.  
 “Our department created an event last afternoon, and I 
clicked ‘Join’ merely out of courtesy.” (02-M-S) 
An invitation through strong ties is a double-edged sword; 
it helps to ensure attendance but introduces uncertainty to 
offline attendance. Seven interviewees indicated a sense of 
social obligation to accept invitations although they were 
sure that they would not attend, allowing them to save face 
for the host and avoid social sanctions.  
“Information on Facebook is visible to everyone, and I 
think it could be a problem for that...I saw my friends all 
clicked ‘Join’, and I found it embarrassing if I didn’t. Then, 
I clicked it, but I wouldn’t go.” (12-M-S) 
“…if he asked me to come, of course I said, ‘Yes, yes, I 
will’. You have to support him, right? So I click ‘Join’, but I 
ultimately didn’t attend.” (06-M-S) 
DISCUSSION 
Based on the events identified in the interview transcripts, 
different types of online responses and actual attendance 
show that a gap exists between online and offline 
participation (“the gap,” hereafter). Other recent works 
have identified similar results [12, 25, 35, 41]. In socio-
psychological research, the association between attitude and 
behavior is unclear [1]. Attitudes displayed are not 
necessarily consistent with behaviors. Although 
technologies such as SNSs and CMC provide convenient 
tools with which people can express their support and 
commitment, what people say (online participation) is not 
necessarily equal to what they do (offline participation).  
The current work explored why this gap occurs and clarifies 
how and why the de-virtualization of social events at the 
individual level may be difficult. We found that perceptions 
regarding interface features and communication platforms 
(e.g., the meanings of reply buttons on Facebook), the 
social nature of the event (e.g., public versus private events), 
and social ties (e.g., relationships to the event host and 
other invitees/attendees) are important factors.  
The first factor in the gap is related to how people perceive 
the meanings of the interface features of the communication 
platforms used to communicate events. Surprisingly, people 
can attach non-literal, social meaning to response buttons 
(accept, decline, maybe). For example, clicking “Accept” 
on Facebook becomes a way to express attendance 
uncertainty to save face for both the host and the invitee. 
The selection of “Decline” expresses one’s opposition to 
the event. Such appropriation can lead to the 
miscommunication of intention, especially when the invitee 
and the host do not share the same interpretation 
frameworks. It appears that people may form implicit 
norms regarding the social meanings of these buttons. 
However, because this sort of social interpretation is 
implicit, inconsistency in interpretations may create false 
expectations and inaccurate estimations of the number of 
actual attendees at offline social events. Current interfaces 
do not support the nuanced appropriation and interpretation 
of the choice buttons. A lack of design subtlety gives users 
less flexibility to express their genuine intentions online 
that accompany their offline behavior.  
It is also interesting that the interviewees were aware of the 
costs associated with online event communication. The 
literature focuses primarily on the costs associated with 
offline participation and considers online participation a 
low-cost and low-risk activity [30]. The cost-efficiency of 
online participation may reduce people’s interest in 
participating in offline activities [25]. However, event 
communication and arrangement involve effort from the 
host in addition to the invitees. With CMC and SNSs, both 
the cost of participation and the cost of event planning 
decrease. The host’s lack of effort in initiating event 
invitations on SNSs appears to lessen invitees’ evaluations 
of the event.  
For event invitations targeted at a large audience, the 
invitation is easily distributed with the aid of features 
provided by SNSs. For example, on Facebook, little effort 
is required to recruit participants using features provided on 
the event page. When the cost of recruitment is low, 
invitees are unlikely to reciprocate through offline 
attendance; they may return a mouse click, at most.  
Second, we found that people use different response 
strategies for public and private events. The social nature of 
an event has an impact on people’s participation because it 
triggers perceptions of being part of a large crowd or a 
small group and indicates how identifiable the individual is 
in the context of the social event.  
With online event invitations, information that is displayed 
regarding how many people plan to attend the event and 
these people’s identities is an important cue that influences 
invitees’ behaviors. Our interviewees reported a weaker 
motivation to join a public event when they knew that many 
people were attending. Because the cost of online 
participation on SNSs is low, a new form of social loafing 
behavior emerges in the form of an online expression of 
support (i.e., clicking “Join” on the Facebook event page 
but failing to actually attend offline). Slacktivism with 
regard to political events may occur for this reason. 
Conversely, an underestimation of the number of 
participants may trigger participation [27]. The perceived 
size of participation, either overestimation or 
underestimation, appears to influence individual action.  
Private event invitations tend to de-virtualize social events 
relatively better, channeling people’s online commitment to 
offline attendance. Consistent with work on the 
mobilization of online communicators [3, 32], tie strength 
appears to correlate with whether people will join an event. 
People may be more willing to attend an event when they 
discern that their close friends also plan to do so, suggesting 
that existing connections and community bonds play a role. 
At the same time, because people also use Facebook to 
sustain their relationships with people they have met offline 
[22], an influence of strong ties is present online. One 
possibility is that information disseminated via these strong 
ties may easily dominate one’s online information 
processing, resulting in limited attention to weak tie-
mediated event information. The mobilizing effect of event 
invitations mediated by weak ties may thus be further 
attenuated. Although we believed that interaction on SNSs 
may facilitate socialization and may compensate for the 
weakness of weak ties in the de-virtualization of social 
events, we did not observe cases supporting this assumption. 
Further design efforts may be required to support this 
scenario. 
Relationship concerns can be a double-edged sword. Our 
data reveal that strong ties may promote offline 
participation through perceived social obligation, but it may 
also become difficult for people to decline events that they 
would not or should not attend. Although extensive 
research has examined the relationship between social ties 
and participation [3, 8, 15, 16, 33, 41], the negative side 
effects have received limited attention. 
Impression management is another concern on SNSs 
because participation information is displayed to other 
invitees or on one’s personal network. Previous studies 
have shown that individuals leverage SNS profiles and 
online group affiliation as resources to shape their online 
self-presentations [9, 12, 15]. Our study sheds light on how 
concerns about impression management interact with the 
content and context of events to affect people’s event 
participation. For example, people choose to participate in 
or avoid certain events online or offline to maintain their 
image.  
People can develop sophisticated strategies for event 
participation to meet their need for impression management, 
such as offline attendance at an event without an online 
expression of support to avoid an explicit affiliation with 
any stance. People also have a need to differentiate their 
online image for different groups of SNS contacts (e.g., 
family, colleagues, close friends), such as by displaying 
event participation information to some parties but not 
others.  
Comparison between Invitations via Different Media 
In our results, the media used and the perceived sincerity of 
event hosts constituted one reason for the gap between 
online and offline participation. Interviewees identified the 
differences among invitations sent via different media, such 
as Facebook events, instant messaging, phone, email, and 
face-to-face communication. Based on the evaluation of the 
media used, they determined whether the invitations were 
important enough to merit a reply. In addition, they made 
attendance decisions according to the perceived costs of 
event arrangement. Our data show that when people receive 
invitations through relatively personal and private media, 
such as face-to-face interactions, phone, or even instant 
messaging, they feel that the event hosts care significantly 
more about their attendance than they would if they used a 
more social and public medium, such as a Facebook 
invitation. They know that the event hosts have made a 
special effort to invite them instead of randomly selecting 
individuals from long lists. At the same time, social loafing 
is less likely to occur with offline acceptance or online 
instant messages because people cannot determine the 
number of participants, which is disclosed on SNSs, or the 
hosts are individuals with whom they have consistent 
interactions. Therefore, they make their decision more 
carefully and are more likely to keep their promise of 
offline participation. The attitude toward the event indicated 
by their online participation corresponds more closely to the 
targeted offline participation behavior [1].  
Face management in SNSs corresponds closely to Brown 
and Levinson’s study, in which people developed politeness 
strategies to avoid making others feel uncomfortable and to 
maintain others’ self-esteem [6]. We found that rather than 
directly declining invitations in SNSs, people often employ 
off-the-record strategies of refusal by expressing their 
intentions indirectly offline or via other media (e.g., instant 
messaging). As one interviewee explained, she turned down 
a wedding invitation over the phone. She made an excuse 
such as, “I am not sure if I will be available that day. Let 
me check my schedule” and then called back later to 
apologize because she could not attend the wedding (26-F-
N). This sort of complicated decision-making and 
communication process is reduced to the click of a button 
on SNSs. The interface design may make people feel that it 
is difficult to decline event calls; thus, they click “Join” to 
maintain politeness. Current SNS designs may not be able 
to support the intricate social protocols behind declining 
invitations that people practice offline. 
DESIGN PROPOSALS 
Based on the results, we propose a number of initial ideas 
for supporting people in extending their online participation 
to offline attendance and for better de-virtualization of 
social events. We believe that the design space constructed 
on the obtained understanding is significant and 
sophisticated. Therefore, our proposals are intended to 
demonstrate rather than to limit ways to design and 
redesign tools for event management and communication. 
First, to increase the effectiveness of online event 
invitations and to encourage offline participation, it may be 
necessary to explicitly present the host’s effort and the 
value of participation in the event to the invitees. For 
example, the SNS’s interface for event creation may request 
that event creators provide more detailed and personal 
invitation messages, and the human effort of 
personalization must be visible to the invitees. 
Another proposal involves making people feel more 
comfortable declining an event invitation so that invitees’ 
online responses are less ambiguous and more reliable for 
event management. One respondent indicated a possible 
strategy: “I click ‘Join’ first and then post a message to 
apologize that I won’t attend” (2-M-S). Instead of relying 
on a single button (Accept, Decline, etc.) to express a 
decision, clearly distinguished buttons can indicate support 
of the event (such as a thumbs-up) and the intention to 
attend. Alternatively, both the invitees and the event host 
could be allowed to express their intentions flexibly with 
open-ended, short messages. This design could also use text 
processing and machine learning techniques to 
automatically estimate the likelihood of actual attendance. 
In this case, machine processing could be used to aid people 
in maintaining the desired ambiguity.  
Because people tend to loaf more in larger groups [20] and 
are more willing to attend private events than public ones, it 
may be effective to manipulate perceived group size and 
privacy through design. One possible design involves the 
transformation of public events into more private ones, such 
as by partitioning a loosely connected event group into 
multiple subgroups in which social connections among 
group members become relatively stronger and more 
private. In this way, group size decreases and the perception 
of privacy increases. 
Because information on event participation on SNSs can 
influence how one is viewed and valued by other people, it 
may be helpful to consider the benefits and costs of 
displaying information on online participation (e.g., 
attending an event) and offline participation (e.g., a status 
or photo indicating physical presence) as well as the 
(in)consistency between the two.  
LIMITATIONS 
This study has two main limitations. First, because this 
study is an interview study, data collection is inherently 
connected to the properties and constraints of self-reporting. 
The recollection of information related to event 
participation through memory recall may not be completely 
reliable, and interesting phenomena may be missing from 
our interviews. However, the themes that emerged from the 
current transcripts appear to make a great deal of sense and 
have triggered useful insights. Future investigation will 
benefit from the use of other methods in the triangulation of 
our results.  
Second, because our interviewees are Taiwanese living in 
Taiwan, the results reported may be culture-specific. 
Although limited clues allow for the determination of 
whether the perceptions, thoughts, and behaviors related to 
event participation identified in this work are specific to the 
domestic culture or are universal, it is reasonable to suggest 
that culture may play a role in group-related processes such 
as social loafing and obligation. The cross-cultural aspect is 
especially worth further investigation. 
CONCLUSION 
This paper presents an interview study intended to increase 
understanding of people’s experience and practice handling 
of distributed event invitations. From these interviews, we 
gained a richer and deeper understanding of how people 
handle online event invitations, the shape of online and 
offline participation behaviors, and the gap between the two. 
We developed the notion of de-virtualization to describe 
social events that are developed online but that aim to 
provoke participation offline, and we examined why this 
may be a challenging task and how we can address this 
challenge through design. 
The results reveal reasons for participation and non-
participation both online and offline. The wide 
dissemination of e-invitations does not necessarily 
guarantee high participation. This study contributes to the 
literature by showing that social perceptions of the nature of 
an event (e.g., public or private), relationships to others 
(e.g., the strength of connections to other invitees), and the 
medium used to communicate event information (e.g., 
targeted invitation via email or spam communication via a 
Facebook event page) are possible key factors. Future 
designs may leverage these understandings to better bridge 
people’s online and offline participation in events that 
require physical presence and real-world attendance.  
REFERENCES 
1. Ajzen, I. and Fishbein. M. Attitude-behavior relations: 
A theoretical analysis and review of empirical research. 
Psychological bulletin 84, 5 (1977), 888-918. 
2. Brandtzæg, P. B. and Heim, J. Why people use social 
networking sites. Lecture Notes in Computer Science 
5621, (2009), 143-152. 
3. Bond, R. M., Fariss, C. J., Jones, J. J., Kramer, A. D. I., 
Marlow, C., Settle, J. E. and Fowler, J. H. A 61-million-
person experiment in social influence and political 
mobilization. Nature 489, (2012), 295-298. 
4. Boyd, D. and Ellison, N. Social network sites: 
Definition, history and scholarship. Journal of 
Computer-Mediated Communication 13, 1 (2007), 210-
230. 
5. Boyd, D. “Why youth (heart) social network sites: The 
role of networked publics in teenage social life." Youth, 
identity, and digital media. Digital Media and Learning,  
(2008), MA: MIT Press, 119–142. 
6. Brown, P. and Levinson, S. C. Politeness: Some 
Universals in Language Usages. (1987), Cambridge: 
Cambridge University Press. 
7. Clark, H. H. and Brennan S. E. Grounding in 
communications. Perspectives on Socially Shared 
Cognition, (1991), Washington DC: APA, 127-149. 
8. Diani, M. Social Movement Networks Virtual and Real. 
Information. Communication & Society 3, 3 (2000), 
386- 401. 
9. Ellison, N. B., Hancock, J. T. and Toma, C. L. Profile as 
promise: A framework for conceptualizing veracity in 
online dating self-presentations. New Media & Society 
14, 1 (2012), 45-62.  
10. Ellison, N. B., Lampe, C. and Steinfield, C. Social 
network sites and society: Current trends and future 
possibilities. Interactions 16, 1 (2009), 6-9. 
11. Ellison, N. B., Steinfield, C. and Lampe, C. The 
Benefits of Facebook ‘‘Friends’’: Exploring the 
relationship between college students’ use of online 
social networks and social capital. Journal of Computer-
Mediated Communication 12, 4 (2007), 1143-1168. 
12. Evans-Cowley, J. S. Planning in the age of Facebook: 
the role of social networking in planning processes. 
GeoJournal 75, 5 (2010), 407–420. 
13. Geen, R. G. Social Motivation. Annual Review of 
Psychology 42, (1991), 377-399. 
14. Goffman, E. The presentation of self in everyday life. 
(1959), NY: Anchor Books. 
15. Gustafsson, N. and Wahlström, M. Virtual mobilisation? 
Linking on-line and off-line political participation 
among Swedish Facebook users: Courtesy and irritation. 
The XV NOPSA conference 2008, workshop 
‘Globalization as Individualization and Destabilization’. 
16. Harlow, S. Social media and social movements: 
Facebook and an online Guatemalan justice movement 
that moved offline. New Media & Society 14, 2 (2012), 
225-243.  
17. Harlow, S. and Harp, D. A cross-cultural study of social 
networking sites and online and offline activism in the 
United States and Latin America. Information, 
Communication & Society 15, 2 (2012), 196-216.  
18. Hogan, B. The presentation of self in the age of social 
media: Distinguishing performances and exhibitions 
online. Bulletin of Science Technology & Society 30, 6 
(2010), 377-386.  
19. Jonassen, D. H. and Kwan II, H. Communication 
patterns in computer mediated versus face-to-face group 
problem solving. Educational Technology Research and 
Development 49, 1 (2001), 35-51. 
20. Karau, S. J. and Williams, K. D. Social loafing: A meta-
analytic review and theoretical integration. Journal of 
Personality and Social Psychology 65, 4 (1993), 681-
706.  
21. Khan, Z. and Jarvenpaa, S. L. Exploring temporal 
coordination of events with Facebook.com. Journal of 
Information Technology 25, (2010), 137–151. 
22. Lampe, C., Ellison, N. B. and Steinfield, C.  
A Face(book) in the crowd: Social searching vs. social 
browsing. In Proc. CSCW 2006, ACM Press (2006), 
167-170. 
23. Lee, Y. -H. and Hsieh, G. Does slacktivism hurt 
activism?: The effects of moral balancing and 
consistency in online activism. In Proc. CHI 2013, 
ACM Press (2013), 1-10. 
24. Marsh, C. Back on the bandwagon: The effects of 
opinion polls on public opinion. British Journal of 
Political Science 15, 1 (1985), 51-74. 
25. McCafferty, D. Activism vs. slacktivism. 
Communication of the ACM 54, 12 (2011), 17-19. 
26. Nielsen, R. K. Mundane Internet tools, mobilizing 
practices, and the coproduction of citizenship in political 
campaigns. New Media & Society 13, 5 (2011), 755-
771. 
27. Oliver, P. “If you don’t do it, nobody else will”: Active 
and token contributors to local collective action. 
American Sociological Review 49, 5 (1984), 601-610. 
28. Paris, C. M., Lee, W. and Seery, P. The role of social 
media in promoting special events: Acceptance of 
Facebook  ‘events’. In Proc. Information and 
Communication Technologies in Tourism 2010, 
Springer Vienna (2010), 531-541. 
29. PTT official Facebook page. 
https://www.facebook.com/PttTW/info 
30. Rotman, D., Vieweg, S., Yardi, S., Chi, E., Preece, J., 
Shneiderman, B., Pirolli, P. and Glaisyer, T. From 
slacktivism to activism: participatory culture in the age 
of social media. Ext. Abstracts CHI 2011, ACM Press 
(2011), 819-822. 
31. Starbird, K. and Palen, L. (How) will the revolution be 
retweeted?: Information diffusion and the 2011 
Egyptian uprising. In Proc. CSCW 2012, ACM Press 
(2012), 7-16. 
32. Stefanone, M. A., Kwon, K. and Lackaff, D. The value 
of online friends: Networked resources via social 
network sites. First Monday 16, 2 (2011). 
33. Teorell, J. Linking social capital to political 
participation: Voluntary associations and networks of 
recruitment in Sweden. Scandinavian Political Studies 
26, 1 (2003), 49-66. 
34. Veinott, E. S., Olson, J. S., Olson, G. M. and Fu, X. 
Video helps remote work: Speakers who need to 
negotiate common ground benefit from seeing each 
other. In Proc. CHI 1999, ACM Press (1999), 302-309. 
35. Vissers, S., Hooghe, M., Stolle, D. and Mahéo, V. The 
impact of mobilization media on offline and online 
participation: Are mobilization effects medium-specific. 
Social Science Computer Review 30, 2 (2012), 152-169. 
36. von Ahn, L. and Dabbish, L. Labeling images with a 
computer game. In Proc. CHI 2004, ACM Press (2004), 
319-326. 
37. Walther, J. B. Interpersonal effects in computer-
mediated interaction: A relational 
perspective. Communication research 19, 1 (1992), 52-
90. 
38. Wang, H.-C., Fussell, S. R. and Setlock, L. D. Cultural 
difference and adaptation of communication styles in 
computer-mediated group brainstorming. In Proc. CHI 
2009, ACM Press (2009), 669-678. 
39. Wesch, M. YouTube and you: Experiences of self-
awareness in the context collapse of the recording 
webcam. Explorations in Media Ecology 8, 2 (2010), 
19-34. 
40. Young, D. P. The relationship between electronic and 
face-to-face communication and its implication for 
alternative workplace strategies. Facilities 13, 6 (1995), 
20-27. 
41. Zhang, S., Jiang, H., and Carroll, J.M. Integrating online 
and offline community through Facebook. In Proc. CTS 
2011, IEEE (2011), 569-578.
 
 
 
